Strategy 

Festivals 


State Fairs 

Hispanic Music 
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Community Event Marketing 
Key Learning 

Results Issues '96 


• Focus on key brand markets to capitalize 
on high attendance levels at general 
market and multi-ethnic events. 


• Increase number of Hispanic festival 
sponsorship opportunities: 22 vs. 15 in 
1994 

• Growth in participation of Asian events by 
50% (2/4). 

• Continue to generate names within the 
American Indian community. 


• Continue to yield high name generation and 
pack sales opportunities through tobacco 
exclusivity. 


* Focused on high attendance events in key 
Hispanic markets. 


• Identify events where we can maximize name 
generation opportunity while extending brand 
visibility throughout the event venue and become 
a fabric of the community. 

• Continue to increase involvement at high profile 
Hispanic community events through tobacco 
exclusivity. 

• Maintain brand awareness and name generation 
among this consumer segment. 

• Explore additional event opportunities within this 
consumer segment. 


• Increase number of site locations in order to 
maximize name generation opportunities. 


• Utilize music to leverage our sponsorship 
opportunities through a free or reduced ticket 
price. 
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Source: https://www.industrydocuments.ucsf.edu/docs/pqfm0004 



Strategy 

State Fair Music 

Racing Concert 

Military 


£ ?Zl6£0t>02 


Community Event Marketing 
Key Learning 

Results Issues '96 


• Enable Marlboro to maintain its music 
relation with the country music industry. 

• Able to pull Marlboro out of clutter of other 
sponsors. 


• Able to leverage title racing sponsorship 
through Hispanic concert. 


• Marlboro Music continues to be embraced 
by the military community. 


• Leverage our initial intent of a single-night 
concert to a three-day festival which 
created cost efficiencies and cross 
consumer appeal. 

• Section 35 utilized concert date and moved 
20,000,000 units. 

• On-site tobacco exclusivity sponsorship 
commitment. 


• Present artist who appeals to the core Marlboro 
smoker. 

• Continue to present concerts at reduced ticket 
prices. 


• Extend racing involvement in key brand markets 
via free concerts. 


• Able to generate names for our database within a 
restricted military installation through Marlboro 
title community concerts. 

• Marlboro Music will be utilized to support brand 
dominance while providing value entertainment to 
cross consumer base within each market. 


• Leverage concert dates through retail extension 
pack promotion. 

• Title community sponsorship and creation of a 
Marlboro exclusive dominion at Army, Navy and 
Marine installations. 
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Source: https://www.industrydocuments.ucsf.edu/docs/pqfm0004 



Community Event Marketing 
Key Learning 

Results Issues '96 


Unit Sales / • Results to date are increased over 1994. * Reduce down time of pack sale tents and name 

Name -Name gen. + 208% YTD vs. 94 generation kiosks caused by need for repair. 

Generation -Pack sales + 403% YTD vs.'94 

• Produce music branded incentives to increase 
demand for items in music markets. 

• Increase number of site locations in order to 
maximize name generation opportunities through 
tobacco exclusivity. 


tZZI&SOfrOS 


Source: https://www.industrydocuments.ucsf.edu/docs/pqfm0004 



